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 
Abstract—This study aims to determine driving factors 
significantly influencing the purchase intention and to identify 
impediments creating the intention –behavior gap regarding 
organic food consumption in Vietnam. The chosen driving 
factors affecting the organic food purchase intention in this 
study are health benefits, environmental awareness, and social 
norms, whereas trust, price, and convenience as well as 
availability are investigated as deterrent factors of the link 
between intention and behavior. A structured online 
questionnaire with snow-balling sampling method was 
distributed to collect a representative sample of 466 Vietnamese 
consumers nationwide. A five-point likert scale was used for the 
level of approval for 36 statements. Statistical tools of SPSS 22.0 
including descriptive analysis, principal component analysis, 
and multiple regression analysis models were used for data 
analysis. The results showed that health benefits, environmental 
awareness, and social norms were facilitators of organic food 
purchase intention. Although high intention to purchase organic 
foods was identified in Vietnam, it was not translated into actual 
purchase behavior. The main barriers for the inconsistency were 
premium price and low availability of organic products or 
inconvenience to buy in the market. Lack of trust insignificantly 
impacted on organic food choices among Vietnamese consumers 
in this study. These empirical findings and suggestions are 
beneficial for all players across supply chains. 
 
Index Terms—Consumer behavior, intention-behavior gap, 
organic food purchase intention, Vietnam.  
 
I. INTRODUCTION 
Organic food consumption is a movement to shift towards 
sustainable development and contributes to achieving the 
sustainable development goals [1]. Organic food is produced 
in accordance to organic production standards, aimed at 
harmonizing the economically, socially and environmentally 
sustainable development. Organic agriculture and further 
supply chains such as organic food processors, wholesalers, 
and retailers have to comply with organic standards to ensure 
the integrity of the products [2].  
Vietnam is located in Southeast Asia with its population of 
over 96 million. The country escaped from one of the poorest 
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countries in the world and has reached to the level of the 
lower-middle income country since 2009 [3]. However, the 
rapidly economic growth has traded off deforestation, water 
pollution, land degradation, and biodiversity loss [4], [5]. 
Indeed, to boost up high yields of agricultural products, the 
expansion of agricultural land and intensive farming with the 
heavy use of synthetic fertilisers, pesticides, and other 
agrochemicals are conducted [6]. Organic agriculture and its 
products are emerging as the alternative choices for 
Vietnamese farmers and consumers to switch to sustainable 
production and consumption [7]. The domestic market share 
of organic vegetables is still negligible due to insufficient 
information on organic products for consumers, 
inconvenience to buy, or mistrust of the food safety. Further, a 
niche market of organic foods is mainly concentrated in 
metropolitan areas [8]. 
A large number of empirical studies and literature reviews 
on organic food consumption have been conducted for the 
western world since years, and the amount of the research for 
Asian regions has been on the rise [9]. As compared with 
neighboring countries such as Indonesia, Malaysia, and 
Thailand, a few studies have explored Vietnamese consumer 
behavior towards organic foods, and mainly focused on two 
biggest cities namely Hanoi and Ho Chi Minh City. Moreover, 
there has been little research on the inconsistencies between 
the intention and the behavior towards organic foods [10]. 
Therefore, the aim of this study is to determine the motives for 
the purchase intention of organic foods and to identify 
barriers creating the intention – behavior gap relevant to 
organic food purchase decision in Vietnam. 
 
II. THEORETICAL BACKGROUND AND CONCEPTUAL 
FRAMEWORK OF THE STUDY 
Organic food consumption is considered as one of the 
sustainable diets because it meets the high expectation of 
health, nutrition aspects and environmental friendliness 
among modern consumers [11]. The driving factors for 
organic food choices commonly investigated are health 
benefits, environmental concerns, product attributes, social 
norms, ethics, whereas lack of trust, high price, short expiry 
dates and low availability are emerged as the major barriers 
towards organic product purchase [12]–[14]. These 
impediments are usually found in developing countries rather 
than developed economies [11], [15]. 
The inconsistency between intention and consumer 
behavior has been found in earlier studies [16]. Olander and 
Thøgersen suggested the motivation, opportunity, and ability 
(MOA) model to identify the gap between intention and actual 
behavior [17]. The intention, capturing motivational factor, is 
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the function of attitude towards the behavior and social norms 
[18]. Opportunity and ability are considered as the two 
determinants bridging the gap between intention and action 
(behavior) of consumers. Opportunity, comprising of price 
and convenience & availability to buy organic products, 
refers to the overall, contextual and situational conditions that 
moderate the behavior. Ability, including trust and knowledge, 
is conceived as the subjective precondition for the behavior 
[17]. It is of great difficulty to identify all influencing factors 
on the actual purchasing behavior [18]. Hence, this study 
chose some factors to determine the motives for the intention 




Fig. 1. Research framework of the study. 
 
III. RESEARCH METHODOLOGY 
A. Research Hypotheses 
The main precursors leading to positive consumer attitudes 
are embedded attributes of organic products such as health, 
taste, quality, food safety, environmental friendliness and 
animal welfare [19], [20]. Among these attributes, health 
consciousness and environmental concern, antecedents of 
attitudes, are generally perceived as the important features of 
organic food across different cultures [21], [22]. Social norms 
are perceived as the impact of referents (e.g. friends, family, 
doctors, sales staffs, etc.) on the individuals‟ intention to 
perform the behavior [18]. Therefore, the first hypothesis is 
proposed as follows: 
Hypothesis 1 (H1): Attitudes (health benefits and 
environmental awareness) towards the behavior and social 
norms significantly influence the organic food purchase 
intention. 
Ajzen admitted that various components can contribute to 
the failure of acting on consumers‟ intentions. It is termed as 
the intention-behavior gap [18]. Recent psychological studies 
indicated that the discrepancy between intention and behavior 
to purchase organic food can be led by several deterrent 
factors such as high price, inconvenience or unavailability of 
organic products, and distrust in organic certificates, 
producers, stores, etc. [14], [19], [21]. From then, the second 
hypothesis is put forward: 
Hypothesis 2 (H2): Trust, convenience and availability, 
and price negatively influence the organic food purchase 
behavior.  
B. Data Collection and Analysis 
A web-based survey was carried out to collect the primary 
data. The findings of previous literatures together with 
experts‟ suggestion were the background of the questionnaire 
development. The questionnaire was originally designed in 
English, and then translated into Vietnamese. 36 statements 
were presented to cover different themes of health benefits, 
environment awareness, social norms, price, convenience & 
availability, trust and the intention to buy organic foods (see 
appendix – Table I). The level of agreement of each statement 
was measured on the five-point likert scale, ranging from “1 – 
Strongly disagree” to “5 – Strongly agree”. The estimation of 
the current actual behavior of purchasing organic foods was 
the share of organic food expenditure over total food 
expenses. A pilot test was conducted to find out the reliability, 
validity, time taken for completion and the ease of 
understanding of the questionnaire. The official data 
collection took place in September and October 2017 with 
snow-balling sampling method. Facebook and emails were 
the supporting tools for spreading out the survey link to 
Vietnamese people in Vietnam. Ultimately, 466 valid 
questionnaires were obtained for data analysis. Details of 
demographic profile of respondents are illustrated in 
appendix – Table II. IBM SPSS statistics 22.0 was the main 
statistical tool that was used to analyze the data in this study. 
Descriptive analysis, principal component analysis, and 
multiple regression analysis models were computed to 
describe the data overview, and to explore relationships 
within the dataset.  
 




Health_1 Organic foods are safer to eat than conventional foods 
Health_2 
Organic foods have more nutrition than conventional ones 
(Ex: higher vitamin content) 
Health_3 
Consuming organic foods is better for health than 
conventional foods. 
Health_4 
Consuming organic foods reduces the risk of illness in my 
family 
Health_5 
Consuming organic foods avoids health risks that may be 
associated with eating non-organic foods 
Envi_1 Organic foods contribute to reduce the pollution of the soil. 
Envi_2 Organic foods contribute to preserve biodiversity. 
Envi_3 Organic foods contribute to reduce the amount of waste. 
Envi_4 
Organic foods contribute to reduce the ozone hole in the 
atmosphere. 
Envi_5 
Organic foods contribute to reduce the use of petrol and 
other nonrenewable sources of energy. 
SN_1 My family and friends recommend me to buy organic foods. 
SN_2 Consuming organic foods is fashionable. 
SN_3 
Doctors or well-known people think that organic food is a 
good choice. 
SN_4 Sales staffs in the food stores advise me about organic foods. 
Price_1 
There is no special feature of organic foods that can justify a 
higher price. 
Price_2 Higher price of organic food prevents me from buying it. 







The price is not fair in comparison to the quality of the 
organic food products. 
Price_4 
I do not want to pay the high price for short shelf-life organic 
food products. 
Conv_1 
There are few grocery stores selling organic foods close to 
where I live or work. 
Conv_2 
I have to order the organic food I would like to buy some 
days before I get it. 
Conv_3 Organic foods have a limited range of choices. 
Conv_4 
The stores that I frequently shop do not sell a variety of 
organic foods.  
Conv_5 Organic food is only available in limited stores / markets. 
Trust_1 
I trust the institutions (e.g. independent organizations, 
non-profit organizations) certifying organic food products. 
Trust_2 I trust the quality of organic food products. 
Trust_3 
I trust the organic shop / supermarket where sells the quality 
food product. 
Trust_4 I trust the organic certification logo on organic food labels. 
Trust_5 I trust store personnel who sell organic foods. 
Trust_6 I trust the organic foods producers. 
Int_1 I would buy organic foods in the near future. 
Int_2 
I would recommend purchasing organic foods to a friend / 
relative. 
Int_3 I prefer buying organic foods to conventional ones. 
Int_4 I am willing to pay a premium price for organic foods. 
Int_5 I would buy organic foods for my family‟s health. 
Int_6 It is the best choice for me to buy organic foods. 
Int_7 I would buy organic foods even though choices are limited. 
 
TABLE II: DEMOGRAPHIC PROFILE OF RESPONDENTS 
Variables Category N Rate (%) 
Gender 
Male 128 27.5 
Female 338 72.5 
Marital Status 
Single 215 46.1 
Married 235 50.4 
Separated/Divorced 16 3.4 
Age 
18 – 24 97 20.8 
25 – 44 349 74.9 
45 – 64 18 3.9 
≥ 65 2 0.4 
Income 
< 5 million VND 113 24.2 
5 – 10 million VND 154 33.0 
10.1 – 15 million VND 85 18.2 
15.1 – 20 million VND 39 8.4 
> 20 million VND 75 16.1 
Region 
North 136 29.2 
Central 36 7.7 
South 294 63.1 
 
IV. RESULTS AND DISCUSSION 
Principal component analysis with varimax rotation was 
conducted to extract the smaller number of factors with the 
least losing the information that original variables provide. A 
KMO value of 0.906 for all statements was considered as 
marvelous. Thus, it was reliable to reduce dimensions of 
variables because the correlations of these constructs were 
relatively compact. Table III showed the high loadings on 
each factor as well as the reliability and validity of new factors 
through Cronbach‟s Alpha indicator. 
H1: Attitudes towards the behavior and social norms 
significantly influence the organic food purchase intention. 
Attitudes towards the behaviour in this study only 
considered about health benefits and environmental 
awareness. Thus, three factors - health benefits, 
environmental awareness, and social norms were the 
independent variables to evaluate the impact on the 
purchasing intention, which was the dependent variable in the 
model of multiple regression analysis. 
 
TABLE III: ROTATED COMPONENT MATRIX FOR ALL STATEMENTS (N = 466) 






















































 (R Square) is a measure of the proportion of the total 
variability in the outcome accounted for by the predictors [23] 
Three predictors (Health, Environment and Social norms) 
together can explain 42.5 percent of the variance in the 
purchasing intention of organic foods (see Fig. 2) 
 
 
Fig. 2. Results of multiple regression model for organic food purchase 
intention. 
 
Predictors (health, environment and social norms variables) 
had the positive β value indicating positive relationships with 
purchase intention, and all these variables made a significant 
contribution to the model (p < 0.001). Furthermore, health (β 
= 0.408, p < 0.001) and social norm (β = 0.418, p < 0.001) had 
the stronger impact on the intention than environment (β = 
0.29, p < 0.001) factor based on β value. 
This empirical study confirms that health awareness is 
considered as the key determinant affecting the organic food 
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purchase intention regardless of different nations with diverse 
cultures [11], [13], [22]. Undoubtedly, health is convincingly 
the most important concern in food choices of the global 
consumers in general [24] and Vietnamese buyers in 
particular [25]. 
Social media and opinions of other people strongly 
influence the individual‟s organic food purchase intention. 
Moreover, flaunting the social status or desirability of 
impressing others may also lead to high intention of choosing 
organic foods [26]. Vietnamese participants in this study 
reported the similar results. Obviously, individuals are more 
likely to take surrounding people‟s opinions into account [27] 
and to act based on the others‟ support [28]. This can explain 
for the reason why the roles of social media and peers‟ 
recommendation considerably influence the purchase 
intention in Vietnam. This situation can be different from that 
in developed countries where social needs have been met, 
thereby negligible influence of subjective norms [11]. 
However, this respect cannot be generalized for all developed 
countries as diverse traditions and cultures can also make the 
difference. Ruiz de Maya et al. pointed out the consistent 
results that subjective norms exerted the consumers‟ intention 
to buy organic food in several countries in Europe such as 
Italy, Denmark, the UK, Finland, Greece, Germany, and 
Sweden [29]. Further, the findings from some Asian countries 
(e.g. Cambodia, Sri Lanka, and India) indicate that the 
intention of organic food consumption comes from the 
individuals‟ motivation rather than influential people or social 
media [21], [26]. 
Vietnamese respondents held the positive perception of 
organic foods with respect to environmental benefits. The 
intention motive concurs with previous studies in Vietnam [8], 
and across many countries worldwide such as Poland [13], 
China [30], Thailand and Cambodia [26], Turkey [12] and 
other developed countries [11]. Conversely, no significant 
relationship between environmental concerns and the 
purchase intention of organic foods was found among Indian 
consumers [21]. 
Furthermore, the outcome of the present study also noticed 
that health benefits and social norms were more influenced on 
the intention than environmental awareness. Food safety in 
developing countries including Vietnam is still the alarming 
issue these days [11], [31]. Noticeably, the outbreaks of 
unsafe food in Vietnam have regularly happened across the 
food supply chain, from the overuse of pesticides at the farm 
level [6] to the poor safety practices of distributors [32]. What 
is more, the risk communication of authorities is quite poor 
regarding food safety [31]. Hence, the fact that Vietnamese 
consumers pay high attention to the health factor is not 
surprising. 
H2: Trust, convenience and availability, and price 
negatively influence organic food purchase behavior. 
Many studies indicated that high purchasing intention of 
consumers did not translate into the actual purchasing 
behaviour [10], [33]. Thus, opportunity and ability in the 
MOA model are considered as two determinants explaining a 
disparity between intention and behaviour. If these 
determinants can be thoroughly understood, they would be the 
good indicators for the government and other stakeholders to 
consider about narrowing the intention – action gap. 
Linear multiple regression analysis was applied to test the 
relationship between Purchase Behaviour (dependent 
variable) and Intention, Price, Trust, Convenience and 
availability (independent variables). The results are described 
in Fig. 3. 
 
 
Fig. 3. Results of multiple regression model for organic food purchase 
behavior. 
 
All four predictors (Intention, Trust, Convenience, and 
Price) together can explain only 11.0 percent of the variance 
in actual purchasing behavior in organic foods. 
Intention has the positive β value indicating positive 
relationships with purchase behavior, while price, 
convenience, and trust have the negative relationship with 
purchase behavior demonstrated through negative β value. 
Moreover, intention (β = 0.213, p = 0.001), convenience (β = 
-0.195, p = 0.001), and price (β = -0.145, p = 0.020), which 
have the p-value less than 0.05, make a significant 
contribution to the model. Trust factor (β = -0.030, p = 0.626), 
which has p-value > 0.05, does not significantly contribute to 
this model. 
Intention positively influences purchase behavior towards 
organic foods. Price and convenience are the deterrent factors 
preventing Vietnamese consumers from buying organic foods 
although they have high purchase intention. Lack of trust does 
not significantly influence purchase behavior towards organic 
foods. It was repeatedly claimed that intention had a strong 
predictor of organic food purchase behavior [21], [34]. Thus, 
enhancing and strengthening the intention may increase the 
actual organic food consumption. 
In line with some research findings [13], [15], [21], the 
result of this study ascertained that high price and 
inconvenience or unavailability were the deterrent factors of 
organic food purchase behavior although the strong intention 
was prevailed. High price constrained conventional 
consumers to fully shift to organic food consumption [9]. 
Moreover, some consumers link the premium price of organic 
foods with the high quality and high status, thereby the sign of 
high price contributing to the positive meaning of organic 
products [35]. 
To meet the growing demand for organic products, 
conventional supermarkets unhesitatingly added such items to 
their shelves to make more available to customers [14]. 
However, inconvenience to buy or unavailability of organic 
categories is still existed in the market and demotivates 
consumers to buy organic products. Therefore, organic 
consumers are reluctant to buy organic products [31]. This 
context is similar to the situation in other countries such as 
Indonesia [16], India [21], and Poland [13] where the 
availability of organic products has been confined. Direct sale 
from farmers to consumers is an option to have the affordable 
price for organic products. Community Support Agriculture 
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(CSA), one of the possibilities for directly connecting 
consumers with farmers [36], should be concerned to practice 
in Vietnam. CSA is a partnership of mutual commitments 
between growers (producers) and members or shareholders 
(consumers). Members provide financial support for farmers 
to grow seasonal fresh produce through agreed monthly 
membership fees. In return, consumers receive a weekly box 
with different varieties of organic vegetables. Consumers and 
producers are sharing the risks and benefits of food 
production [37]. This agricultural practice has been popularly 
implemented in Europe and North America [38]. Any articles 
and information with respect to CSA in Vietnam has not been 
found yet. 
 
V. CONCLUSION AND IMPLICATIONS 
This study supports that health benefits, environmental 
awareness, and social norms are facilitators of organic food 
purchase intention. Thus, local authorities and marketing 
practitioners should emphasize the benefits of organic food 
production and consumption regarding health and 
environmental aspects through effective communication 
programs such as advertisements, campaigns, or story-telling 
strategies. Stories of organic farming, talk shows with doctors 
or nutritionists about organically produced foods and other 
topics regarding sustainable consumption should be 
broadcasted on Vietnamese television during the primetime 
slots – 7:30 am and 8:30 pm to gain high attention from 
consumers. This suggestion can provide better insight into 
organic food and agriculture for Vietnamese consumers, 
thereby high possibility of enhancing the intention of organic 
food consumption through social media and word-of-mouth. 
Further, intention was confirmed as the strong predictor for 
the purchase behavior in this research.  
The application of MOA model allows explaining the 
intention – behavior gap with respect to organic food 
consumption. Although high intention to purchase organic 
foods was found among Vietnamese consumers, premium 
price and low availability of organic products or 
inconvenience to buy are deterrent factors of the engagement 
in actual purchase behavior. From these findings, short food 
supply chains, and other pricing strategies as well as efforts to 
improve the efficient distribution channels should be made in 
order for consumers to approach the authentic organic 
produce. CSA is one of potential solutions to directly connect 
consumers to farmers. Consumers through this agricultural 
practice can share the risks and benefits with growers. 
Moreover, shareholders are able to know the origin of the 
products they consume daily. Additionally, food industry 
should promote the advantages of organic foods to convince 
consumers that premium prices of organic products are 
justified. Temporarily discounted price for organic products 
should be also considered as the promotion strategy to tempt 
non-organic consumers to experience these commodities. 
Furthermore, organic consumers simultaneously take the 
price reduction for granting, thereby stimulating organic 
purchase. This pricing strategy is definitely not a long-term 
solution for green products.  
 
VI. LIMITATIONS AND FUTURE RESEARCH 
This research is a starting point to identify some facilitators 
of intention to purchase organic food as well as several 
determinants of discrepancies between intentions and actual 
behaviors. Further investigations should include more factors 
such as sensory appeal, labelling, ethical consumer identity, 
previous experience, locally organic produce, and etc. to have 
better understanding of the motives encouraging and barriers 
hindering consumers from organic food choices. The data 
collection for organic food purchase behavior was based on 
self-administrative report which may provide distorted 
information due to social desirability. Thus, panel data 
collection with scanning technology may improve the data 
reliability regarding actual purchase behavior. Moreover, the 
differentiation between the act of purchasing and the actual 
consumption regarding organic foods has been paid little 
attention by scientists [34]. Thus, future research should 
investigate and distinguish purchase behavior and 
consumption behavior. Consequently, winning marketing 
strategies can be made. 
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